This research aims to apply binary logistic regression to analyze the educational service quality in the context of globalization. Survey data was collected from 550 students are studying at Vietnam. The research model was proposed from the studies of the university service quality. The reliability and validity of the scale were tested Exploratory factor analysis (EFA). The analysis results of binary logistic regression showed that service quality had relationships with Approach Aspect, Facility and Ewom.
INTRODUCTION
Higher education is being driven towards commercial competition as the impact of economic forces caused by the development of global education markets (Rachmadhani et al., 2018) . The globalization of business has been embraced by the higher education sector in which education is seen as a service that could be marketed worldwide. Universities and other institutions of higher education have to compete with each other to attract high-quality students and academic staff (Nuraryo et al., 2018) . The increasing globalization of universities is sometimes credited to the viewpoint of individuals with many changes and difficulties that the educational sector has to face. The differences in opinion by school leaders and various commentators agree that competition between higher education institutions has intensified over the last few years (C. Chen and Moses Olabhele, 2018; Plewa et al., 2016) . Education has a huge role in the development of a country. The progress of education in a country partly symbolizes the general growth of that country (C. Chen and Moses Olabhele, 2018) . The Higher Education plays an important role in the society: It is essential partners of the knowledge creation and knowledge exchange networks, catalysts of innovation, suppliers of tangible outputs of research results, and institutions providing consulting and advisory services. Universities are supposed to foster progress, build social capital, prepare students for outside realities, provide access to knowledge, extend the bounds of justice and, therefore, contribute to the creation of a democratic and sustainable society. However, the increasingly competitive and dynamic educational environments bring up numerous challenges, such as declining enrolments and growing competition (Dzimińska et al., 2018) . Higher education in Vietnam has grown rapidly, which only began 1976 now reaching 105.000 students in 180 domestic universities and 212 programs with different joint training forms (bachelor's and master's degrees), in partnership with many reputable global universities and educational institutions (P.-Y. Chen et al., 2017) .
The study of Rachmadhani et al.(2018) indicated the higher competition in the context of the commercialization of higher education among State University and Private University in Indonesia. It becomes a threat and challenges faced by State University in recruiting new students. A clearer understanding of why and how students choose universities was needed to develop the brand awareness enhancement strategies of State University. This paper aimed to identify the factors that influence student's decision of university choice. The combination of HEdPERF dimensions and brand awareness indicators were used to develop the variables. These findings resulted that there were six factors in choosing higher education, including academics, facilities, campus life, reputation, industry linkage, and access.
The research of Mustaffa et al.(2019) was conducted to determine the perceptions of international students towards service quality at Malaysian public universities according to the world geographical regions, namely Asia, Africa, and the Middle East. The descriptive results of mean values revealed that the Asian students were more satisfied with the service offered by Malaysian public universities due to similarities in terms of culture and values. The authors developed HEdPERF presented a higher level of internal consistency through factors such as Academic Aspects, Programs Issue, Non-Academic Aspects, and Access.
Although the educational service quality of a university is becoming a necessary part of higher education in globalization (C. Chen and Moses Olabhele, 2018) , the extent of the paper is a matter of contention, due largely to a lack of consensus regarding the relationship of others. Therefore, the paper on building a service quality model based on the standpoint of university' students to be able to contribute to the understanding of the university's service quality in a competitive environment and development higher education system in Vietnam.
ISSN:0097-8043 Vol-118-Issue-10-October-2019 P a g e | 153
LITERATURE REVIEW

Academic aspect (ACA)
Academics, related to the importance of offering wide-ranging and reputable academic programs and teaching staff (Rachmadhani et al., 2018) . These factors are solely the responsibilities of academics (Abdullah, 2006) . Instructors are a key factor in creating a university reputation and service quality. The teaching staff was the educational backgrounds and achievement of the instructors in various research and community services (Rachmadhani et al., 2018) . According to research of Plewa et al. (2016) , instructor who are competent in the courses they teach, open to feedback to improve my student experience, provide sufficient feedback about my progress, care about my experience as a student, provide support I need to help me succeed academically, encourage interaction with them and understand my student needs.
Summarily, academic aspects indicate that the instructors have the knowledge to answer student's questions relating to the course content, deal with students in a caring and courteous manner, are never too busy to respond to student's request for assistance, show a sincere interest in solving, show positive attitude towards student, communicate well in the classroom, provide feedback about student's progress, allocate sufficient and convenient time for consultation, and are highly educated and experience (Mustaffa et al., 2019) .
Program aspect (PRO)
This factor emphasizes the importance of offering wide-ranging and reputable academic programs/specializations with flexible structure and syllabus (Abdullah, 2006) . Program in higher education should have diversity, accreditation, and uniqueness (Khanna et al., 2014; Plewa et al., 2016; Rachmadhani et al., 2018; Woodall et al., 2014) .
The findings of Plewa et al.(2016) showed programs at university being visually appealing, programs establish linking between relevant theory and real life, programs assessment tasks requiring the learner to put in student best effort, programs at university increase learner's interest in the subject matter and courses being designed to make use of latest technology/tools. According to Mustaffa et al. (2019) indicates the university offers a wide range of programs with various specializations and programs with flexible syllabus and structure.
Facilities (FAC)
Facilities, related to the soft and hard infrastructure that would support students on their learning process (Rachmadhani et al., 2018) . Facilities are related to the infrastructure provided by the university. Academic facilities are the facility that supports the learning process, such as ISSN:0097-8043 Vol-118-Issue-10-October-2019 P a g e | 154 classrooms, libraries, and laboratories. Health center is the medical clinics provided for students.
Sports facilities are the facilities that support sports activities, such as field, sports equipment and swimming pool. Lifestyle facilitators are defined as the facilities that support the basic needs of students, such as ATM center and print shop. While, students dormitory is the house provided for the 1-st year or underprivileged students (Rachmadhani et al., 2018) .
According to the research of Plewa et al. (2016) , Facilities modified as university's physical facilities being visually appealing, university providing excellent self-study facilities, excellent learning facilities and providing up-to-date university equipment (classrooms, library, etc.).
Lastly, some authors found that facilities were associated with Academic facilities, Health center, Sports facilities, Lifestyle facilitators and Students dormitory (Rachmadhani et al., 2018; Woodall et al., 2014) .
Approach (APP)
Approach, related to the approachability, ease of contact, availability, and convenience given by the higher education. They include such a: Location of the university, Fees of the program, and Transportation links (Rachmadhani et al., 2018) . Finally, the research of (Mustaffa et al., 2019) express access includes students are given a fair amount of freedom, the staff respects information, the staff ensures that they are easily contacted by telephone, email and social network, the university operates excellent counseling services, the university encourages and promotes the setting up of student's union, the university values feedback from students to improve service performance, and the university has a standardized and simple service delivery procedure (Mustaffa et al., 2019) .
Non-academic aspects (NACA)
Non-academic aspects consist of items that are essential to enable students to fulfill their study obligations, and it relates to duties carried out by non-academic staff (Abdullah, 2006) . The study of (Mustaffa et al., 2019) said that non-academic aspects related to problems that administrative staff showed a sincere interest in solving it, provided caring and individual attention by administrative staff, deal with Inquiries/complaints efficiently and promptly, Administrative staff is never too busy to respond to a request for assistance, Administration offices keep accurate and retrievable records, When the staff promises to do something by a certain time, they do so, The opening hours of administrative offices are personally convenient for me, Administrative staff show a positive work attitude towards students, Administrative staff communicates well with students, Administrative staff has good knowledge of the
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University Reputation (REP)
Corporate reputation was considered differently based on different research fields. In business, corporate reputation was considered as a reflection of a company's past actions. In strategic management, corporate reputation was seen as a unique intangible asset, hard to imitate (Agarwal et al., 2015) . Fombrun's (1996) study was the first to systematically identify corporate reputation and was cited most extensively (Walker, 2010) .
Reputation was based on the perception of an organization and as such was subjective. It defined the summative experience that key stakeholder or constituent groups had with an organization. As previously mentioned, the term reputation was commonly used without a clear explanation, operationalization or a unique definition. One of the reasons for this lack of universal definition was the number of scientific disciplines that focus on reputation, such as strategic management, economics, marketing, market research, sociology, psychology and public relation (Verčič et al., 2016) .
One of the most commonly used definitions was one by Fombrun and Van Riel, (1997) , in which the defined corporate reputation as a perceptive representation of an organization's previous behaviors as well as an estimate of its future behaviors, i.e. the universal appeal that an organization had for its key constituents in comparison with others (Fombrun and Van Riel, 1997) . A later extension of this definition added that reputation was an estimate of the way an organization is experienced both, internally, among employees and externally, among other stakeholder groups, within its competitive and institutional surroundings (Verčič et al., 2016) Vidaver-Cohen (2007) suggested a conceptual framework for studying business school reputation. The proposed concept draws from the Reputation Institute and as major predictors of corporate reputation offers organizational performance, quality of products and services, leadership characteristics, management procedures, corporate social responsibility procedures, workplace climate and approach to innovations. Each of the mentioned predictors is defined through a set of reputational attributes which operationalize each of the dimensions. Vidaver-Cohen uses described dimensions to outline a framework for business reputation which includes: level of performance, products, services, leadership, management, workplace climate, corporate social responsibility, and innovativeness. Described dimensions were used as the building block for this study. By identifying the strengths and weaknesses of a business school's capability to satisfy the expectations of its stakeholders, it should be possible to determine the best way to Restaurant Business Vol-118-Issue-10-October-2019 P a g e | 156 channel resources and get the best possible results. Further, by testing the reputation in each stakeholder group separately, it is possible to potentially improve programs (Verčič et al., 2016) .
Reputation was an acute awareness of the individual organization. It was formed over a long period of understanding and evaluation of the success of that organization (Balmer et al., 1997) . It was the assessment made by different people (insiders and outsiders) about the organization's ability to meet its expectations over time (Pérez and Torres, 2017) . Alessandri et al. (2006) had demonstrated a relationship between the university reputation that was favored with academic performance, external performance and emotional engagement. (Nguyen and LeBlanc, 2001) investigated the role of institutional image and institutional reputation in the formation of customer loyalty. The results indicated that the degree of loyalty had a tendency to be higher when perceptions of both institutional reputation and service quality are favorable (Nguyen and LeBlanc, 2001) . Reputation, related to the professional image projection of higher education that impacted by the media influence, track record of alumnus and achievement of the university at both national and international scope (Rachmadhani et al., 2018) .
Reputation referred to the total impression that people constructed in their mind about something or someone (C. Chen and Moses Olabhele, 2018) . Reputation involved the beliefs, attitudes, stereotypes, ideas, appropriate behaviors and impressions that a person had of an object, a person, or an organization, while University Reputation was a complex construct based on the perception of the public or personnel of an organization that made a differentiating and comparative assessment of its characteristics (C. Chen and Moses Olabhele, 2018; Delgadomárquez et al., 2013) This status was formed by individuals or by the public as a result of their interpretation of the information or disinformation of a university (C. Chen and Moses Olabhele, 2018) .
University Reputation was the shared knowledge that people had about a university and how it should operate. Also, University Reputation could be seen as perceived external prestige, corporate reputation, and identity (C. Chen and Moses Olabhele, 2018; Pérez and Torres, 2017) .
There were three factors creating corporate reputation as the study of (Keh and Xie, 2009) such as the focal company was a highly-regarded company the focal company was a successful company and the focal company is a well-established company.
From a business perspective, corporate reputation could be defined simply as an overall evaluation of the extent to which an organization was substantially good or bad (Heffernan et al., 2018) , or as a collective assessment of an organization's ability to provide valued outcomes to representative group of stakeholders (Heffernan et al., 2018) . A number of studies had found a ISSN:0097-8043 Vol-118-Issue-10-October-2019 P a g e | 157 relationship between corporate reputation and organizational identification, among both employees and consumers (Su et al., 2016) . Individuals were inclined to identify with organizations they perceived as having favorable reputations as in doing so they could satisfy their self-esteem and self-enhancement needs (Heffernan et al., 2018) . (Fombrun et al., 2004) claimed that corporate reputation was one of the key antecedents of consumer organization identification.
According to Heffernan et al.(2018) , in an educational context characterized by an increasingly markets system, the reputation of universities, built upon strong brands, had become an important factor in determining institutional competitiveness and positioning. Further, university reputation had been shown to influence students' supportive behavioral intentions, loyalty, and student satisfaction. Within the higher education, student selection of higher education programs had often been linked to the perceived quality and reputation of the institution awarding the qualification. In other words, the (Heffernan et al., 2018 ) study only examined students' perceptions of the foreign partner, and interferences were made using a qualitative case study methodology. But in reality, students also consider the quality of the local institution that will actually deliver the program, and they make judgments about the quality of premises, learning technology and equipment, as well as the teaching staff. For example, a student would perceive very differently a large, well-resourced federal university offering a foreign franchised program and a small private institute occupying one floor in an office block offering the same program.
University reputation referred as having a good reputation within the community, employers have positive things to say about the university, being a well-respected university, having heard positive things about university and university's reputation positively influences the value of my degree (Plewa et al., 2016) .
Summarily, university reputation was understood as: having good prestige within the community, being a well-respected university and positively influencing value of student's degree.
EWOM
E-WOM refers to any good or bad testimonials and comments made by consumers about products, services, or organizations that will then become open to the public through the online medium (Suki and Suki, 2019) .This research operationalized positive E-WOM based on elements defined and verified in prior research (Suki and Suki, 2019) . Consumers tend to participate in E-WOM when they are: willing to recommend this university service and its other services to others; usually say positive things about the university and its services; and will tell their family and friends to participate in a university subscription. If they disagree with these above-mentioned statements, they are considered to have a low probability of giving E-WOM or sharing their experience with others in terms of their university subscriptions. Hence, for Saudi high school students to make decisions about higher education, the information provided through EWOM should be perceived as relevant, clear and easily understood so that it can aid students in the selection of the prospective university (Balroo and Saleh, 2019) .
Service quality in education (Y)
The concept of service quality has received tremendous attention in service research 30 years ago. Generally, service quality is defined as a customers' evaluation of an entity's overall excellence or superiority (Mustaffa et al., 2019) . SERVQUAL (service quality) scale was developed and extensively used to gauge quality attributes in multi-services settings (A Parasuraman et al., 2002; Anantharanthan Parasuraman et al., 1985; Ananthanarayanan Parasuraman et al., 1988) . SERVQUAL consists of 22 indicators representing five dimensions, namely reliability, responsiveness, assurance, empathy, and tangibles. Despite its popularity, SERVQUAL has been subjected to a number of theoretical and operational criticisms (Buttle, 1996) . Several researchers have emphasized the problems with SERVQUAL scale, including ambiguous conceptual definition, the unclear theoretical justification of expectations in measuring service quality, and the redundancy of definition between service quality and satisfaction/dissatisfaction (Cronin Jr and Taylor, 1994; Sultan and Wong, 2010; Teas, 1993) .
Finally, SERVQUAL in higher education has good service quality, the satisfaction of learners and trust service (Abdullah, 2006; Dursun et al., 2013; Gronroos, 1990; Handi, 2002; Mustaffa et al., 2019; Anantharanthan Parasuraman et al., 1985; Stodnick and Rogers, 2008) 
RESEARCH METHODOLOGY
The research methodology was implemented through two steps: qualitative research and quantitative research. Qualitative research was conducted with a sample of 52 people. We First period 1 was tested on a small sample to discover the flaws of the questionnaire. The questionnaire was written by Vietnamese. The second period of the official research was carried out as soon as the question was edited from the test results. Respondents were selected by convenient methods with a sample size of 550 students but there were only 493 people filling the correct form. There were 126 males and 367 females in this survey. Their university years were from first to fourth. They were studying at three universities in Vietnam. The questionnaire 
RESULTS
Exploratory Factor Analysis (EFA)
KMO coefficient 0.912 is in the range [0.5; 1], P-value is 0.000 less than 0.05 so independent variables are correlated with dependent variables in the model and it has statistical significance. Eigenvalues coefficient 1.217 better than 1 represents the variability explained by each factor, then the factor drawn is significant. Total variance extracted:
Extraction Sums of Squared Loadings (Cumulative%) = 61,094%> 50%. This proves that 61.094% of data variance is explained by 5 factors.After EFA analysis, the item left the following factors: Factor APP has items as APP2, APP3, APP4, APP5, APP6, APP7, NACA2. Factor ACA has items as ACA1, ACA2, ACA3, ACA4, ACA5, ACA6. Factor FAC has items as FAC1, FAC2, FAC3, FAC4. Factor EWOM has items as EWOM1, EWOM2, EWOM3, EWOM4, REP3. Factor PRO has items as PRO1, PRO3, PRO4, FAC6 in table 4.1. We give the remaining variables in the regression analysis. Factor FAC: If the probability of students offering good university service qualityis 10%, when the other factors are constant, if the university increases by 1% of the university's facilities factor in the context of integration, then offering good university service quality increases. university service qualityincreased to 11.9% (increased 1.9% compared to the initial probability).
Wald Test
Discussion
Factor EWOM: If the student's probability of offering good university service quality is 10% when the other factors are constant if EWOM of the learner increases by 1% in the context of integration, the university service quality increased to 14.5% (increased by 4.5% compared to the initial probability).
CONCLUSION
As a result of data analysis in results and discussion, three hypotheses were accepted. Four hypotheses were unsupported. Three components contributed importantly to the university service quality in order of importance: (1) EWOM aspect, (2) Approach, (3) Facilities.
Implication
Service quality was very important to the university such as competitive advantage, satisfactory and met society's expectations and the only reputation was responsible for maintenance throughout the whole organization. Research results indicate that Academic aspects, Program, Facilities, Non-academic aspects, and Approach are important factors for students when determining the service and three of the five elements have a strong influence on the reputation of organizations.
Students were attracted by superficial factors and convenience. Aspect played an important role in effect the university service quality and reputation. The school should be interested in the standardization of procedures for providing services ranging from recruitment, admissions, course registration procedures, tuition, lookup points in the learning process, and so on...
The second was the approach aspect. It was not effective in university reputation and the third important in the university service quality so the universities should treat students equally and with respect by the staff, respect students, ensure that students are easily contacted by telephone, email, and social networks, operates excellent counseling services, encourage and promotes the setting up of student's union, improve service performance, and have a standardized and simple service delivery procedure.
The last factor was the facilities. They were the first important in reputation and the second important in the university service quality. The universities should their physical facilities are visually appealing, provides excellent self-study facilities, provide up-to-date university equipment, have excellent learning facilities, have information system (online and offline) is effective, have full of practical equipment, and have a database (learning materials, research data…) to serve to learn and studying well.
Limitations and suggestions for further research
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